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Abstract: Customer satisfaction is a measure of the degree to which a product or service meets the customer's expectations. 
Within this paper we will focus on measuring and optimizing customer satisfaction concerning administrative processes. 
Known techniques measuring the satisfaction degree are not capable to identify the criteria that have the most impact on the 
overall satisfaction. Furthermore, traditional statistical methods can’t tell how changes in the overall satisfaction will affect 
the importance of the relevant criteria. To overcome these deficiencies we will introduce a novel probabilistic approach to 
optimize customer satisfaction, which is based on Bayesian Belief Networks – a sound probabilistic formalism for uncertain 
reasoning. These networks will be used to build up a model for the assessment, monitoring, simulation and optimization of 
customer satisfaction for administrative processes. The model will be built up hierarchically with the overall satisfaction 
modeled as root node, classes of criteria as nodes on the next level in the hierarchy and finally the satisfaction criteria 
themselves on the third level. After the definition of the qualitative model, the network has to be quantified. This will be done 
via prior knowledge on one hand and by learning from available data – namely the questionnaires – on the other hand. 
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1. Introduction 
 
Customer satisfaction is seen as a key performance indicator within a competitive market and increasingly becomes 

a key element of business strategies. Therefore, it is essential for businesses to effectively manage customer satisfaction. To 
do this, firms need reliable and representative measures of satisfaction. These measures are usually obtained by conducting a 
survey, e.g. with the aid of a questionnaire containing a set of criteria which are relevant to customer satisfaction. The 
customers are asked to evaluate each criterion in terms of their perception and expectation of performance of the product or 
process being measured. The criteria are generally measured on a five- or ten-point scale of satisfaction. 

The focus in this work is the assessment and optimization of the degree of satisfaction with administrative processes 
and service quality. The traditional methods for assessing customer satisfaction offer ratings for the overall satisfaction as 
well as the subcategories thereof. They also offer the relative importance of the criteria – namely the factors which influence 
the customer’s perception of satisfaction – and even their empirical probability distributions after a sample survey has been 
conducted. But they are not capable to identify the criteria that have the most impact on the overall satisfaction 

 
 

2. Background 
 

2.1 Foundations of Customer Satisfaction  
 
There exist several methods assessing customer satisfaction with administrative processes and service quality. The 

most common one is SERVQUAL (Parasuraman, 1988),  which is a standardized technique measuring service quality and 
the resulting  customer satisfaction. The approach belongs to the most cited and in industrial application most widely used 
procedures for assessing service quality. 
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